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As the economy grows, total world population increases, the degree of aging of 
society increases and people concern more and more about health care, the global 
pharmaceutical market are expanding rapidly and constantly. As of 2010, the size of 
pharmaceutical market in major countries has reached more than 760 billion USD. In 
view of the increasing trend in China, this country has become the biggest bright spot 
in Asia Pacific area. With the increase of more than 20% for 3 consecutive years since 
2005, China has become the 7th largest pharmaceutical market in the world. However, 
when we Look at the pharmaceutical market in China, a somewhat surprising finding 
is that various fields, such cardiovascular, anti-infection, vaccine, diabetes, etc., are all 
captured by many ‘foreign brands’. They are the market leader actually. Why can 
these foreign brands firmly occupy China pharmaceutical market in just a dozen years 
after entering this market? 
Every successful new pharmaceutical product of foreign brand has its own 
promotional story. In a foreign company, a successful promotion plan of a new 
pharmaceutical product always spans several years, and some large marketing 
activities of  a new pharmaceutical product even starts several years before the official 
launch and there is good media preparation as well. Taking Viagra of Pfizer for 
instance, in addition to doctors of urological department and andriatrics department 
who know the power of the ‘blue pill ’, many consumers, especially those with 
erectile dysfunction, know this magic product. Additionally, for a successful 
promotion plan of a new pharmaceutical product, there should be, over a long period 
of time, the coordination with the marketing team and careful resource allocation. The 
marketing staff should prepare and allocate resources including manpower, capital 
and time as soon as possible and engage in the whole promotion cycle constantly and 
completely. A successful promotion for a new product should also take advantage of 
extensive market research and a correct product positioning providing the value of 
product differentiation is a prerequisite for a new product to win an immediate success 
in the marketFinally, a successful promotion plan should also integrate marketing and 
R&D resources. Although different departments have different priority and strategy, 
there is only one company goal. R&D department needs to ensure the efficacy and 













needs to build market share and influential customer network. Each department needs 
to work together with one goal and thus make good use of cross function team to 
obtain the solution for the successful promotion of a new product. 
Based on the marketing strategy and the 4P theory, together with the marketing 
environment, policy, current status of industrial development, the challenge and 
opportunity for the launch of a new vaccine of a foreign company, this article will 
discuss deeply about the industrial environment, the related regulations and laws, 
target group analysis, market segmentation and positioning of pre-launch period of 
new pharmaceutical product. In this sense, the article will go further into the launch of 
a new vaccine with the basic knowledge of marketing and will be a good reference to 
the successful launch of other new pharmaceutical products in the country. 
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